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Sustainable Wine Tourism: The Host 
Community Perspective
Lisa Poitras and Donald Getz
University of Calgary, Alberta, Canada
The meaning and elements of sustainable wine tourism from the community per-
spective are explored. A case study method involving multi-stakeholder input was 
employed to identify issues specific to the Town of Oliver, British Columbia, which is 
the self-proclaimed ‘Wine Capital of Canada’. The case illustrates challenges facing a 
town that is aggressively pursuing wine tourism development, but it must deal with 
serious implications for agriculture, the natural environment, and the community. Rec-
ommendations made for Oliver, both strategies and implementation methods, provide 
a useful starting point for other communities engaged in wine tourism development. 
More general implications are drawn on the application of the life cycle concept to 
wine tourism, and specific research recommendations are made.
doi: 10.2167/jost587.0
Keywords: sustainable wine tourism, multi-stakeholder approach, strategic 
community planning, Oliver, British Columbia, Canada
Introduction
Wine tourism is now being developed in many regions around the world 
(see Getz, 2000; Hall et al., 2000), but its sustainability is being questioned. At 
the community level a variety of stakeholders seek benefits for residents, and 
question the costs, while special interest groups and ordinary residents want 
their natural environment and lifestyles protected. The wine and tourism indus-
tries must also be concerned about long-term economic sustainability in the 
face of increasing competition from other destinations, as well as from potential 
market shifts that could affect demand for their products.
This paper explores the meaning and elements of sustainable wine tourism 
from the community perspective, first by way of a literature review and second 
through examination of a case study. The example of Oliver, British Columbia, 
has been employed to reveal specific issues in an area where local economic 
viability is increasingly dependent upon wine tourism, and wherein the impacts 
(perceived and forecast) of development and tourist activities have been iden-
tified. Key informants provided detailed insights on issues from multiple 
stakeholder positions, and additional analysis was undertaken through direct 
observation and document reviews.
The paper concludes with a framework for strategic planning for sustain-
able wine tourism at the community level, and although the recommendations 
are made for Oliver, the framework has broader applications. The conclusions 
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incorporate sustainable wine tourism goals for Oliver that have been fitted to a 
conceptual model embodying three sustainability pillars: environment, economy 
and society. A number of theoretical and management-related questions are 
posed that can help shape future research in this field, specifically of the relevance 
of the life cycle concept and multi-stakeholder collaboration.
The Meaning and Elements of Sustainable Wine Tourism
Sustainable development and marketing principles are now being applied to 
tourism in many settings, although there is a need to make them relevant to 
specific forms of tourism and related niche markets such as wine tourism. ‘Wine 
tourism’ has been variously defined in terms of activities and motives, e.g. ‘visi-
tation to vineyards, wineries, wine festivals and wine shows for which grape 
wine tasting and/or experiencing the attributes of a grape wine region are the 
prime motivating factors for visitors’ (Hall & macionis, 1998), and more compre-
hensively as a combination of consumer behaviour, a destination development 
strategy, and a marketing opportunity for the wine industry (Getz, 2000).
researchers are increasingly concerned about the impacts and sustainability 
of wine tourism. Skinner (2000) argues that as wine regions become increasingly 
involved, or even dependent upon wine tourism, the need to sustain tourism 
as an economic resource is essential. Carlsen and Ali-Knight (2004) examine the 
case of napa Valley, California, from the perspective of managing wine tourism 
through de-marketing. in napa, perhaps the world’s most developed wine 
tourism destination, a number of strategies have been employed to limit devel-
opment, modify demand for winery visits, encourage high-yield wine tourism, 
and promote alternative attractions and regions. The authors concluded that 
mass tourism and wine tourism are largely incompatible, and that marketing 
has to seek approval and involvement with the community.
‘Sustainable wine tourism’ depends first on a general approach to tourism 
development that is based on the three pillars of economic, environmental and 
social sustainability as discussed by Hall (2000) regarding tourism planning, or 
the four pillars (political, economic, sociocultural and ecological) proposed by 
ritchie and Crouch (2003) in the context of competitive destinations. The three-
pillar framework is used both as a starting and ending point in this paper, with 
goals specific to Oliver added to the model in figure 3.
Wine tourism is generally found in rural areas. for sustainable rural tourism 
strategies Lane (1994) emphasises that they cannot be based exclusively on a 
narrow, pro-nature conservation ethic but must incorporate the culture and 
character of the local community, landscapes and habitat, the rural economy, a 
viable tourism industry based on satisfying tourist experiences, and the devel-
opment of understanding, leadership and vision among decisionmakers who 
will work towards a balanced and diversified rural economy. Williams and 
Dossa (2003: 26) argue that ‘conserving the natural resource base in wine regions 
is a product development function that requires the collaboration and sound 
planning of many partners’.
more particularly, sustainable wine tourism will depend on identification and 
management of unique issues pertaining to the resources used (i.e. the land and 
water, labour, capital, and infrastructure inputs necessary for grape growing 
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and wine making), specific forms of wine tourism development (e.g. visitor 
facilities and events at wineries, wine-themed interpretation and information 
centres, wine museums, wine-themed villages, wine country tours), and the 
specific impacts caused by wine-related tourism (such as increased traffic on 
rural roads, development of services and facilities in agricultural areas, and new 
and increased spending patterns).
Environmental sustainability
ecological impacts are linked to viticulture (grape growing), winery devel-
opment and the production of wine, services and infrastructure developed to 
support tourism, and the specific activities and travel patterns of wine tourists. 
One basic challenge is to preserve and enhance the natural resources upon which 
sustainable wine tourism rests, including soils, land for vineyards and wineries, 
and water for irrigation. in many places there is competition for these resources, 
and the externalities of viticulture and wine production can be viewed as costs 
or detriments to the sustainability of other resource users. Another basic issue 
is the potentially negative impacts of monoculture (i.e. an area devoted just to 
vineyards) and wine tourism on the ecological character of rural areas.
The very ‘ruralness’ of wine regions can be threatened or enhanced by wine 
tourism. Williams (2001a, 2001b) concludes that the imagery being communi-
cated through wine destination advertisements in the popular magazine, Wine 
Spectator, had evolved from an emphasis on wine production and related facili-
ties to more aesthetic and experiential dimensions. essentially, wine regions are 
being sold as a rural paradise in which leisure, cuisine, scenery and outdoor 
activities are bountiful. Bruwer (2003) believes that the appeal of wine regions 
is based on ‘difference of place’, in which both natural and cultural elements 
are important, and these differences must be branded. Cambourne et al. (2000) 
note that in the context of tourism development in rural areas, changes to the 
‘winescape’ (i.e. physical, as in land devoted to vineyards; social, such as over-
crowding at wineries; and cultural, such as commercialisation) can have a 
significant impact on the wine tourism potential of a destination. Development 
occurs alongside the ‘need to retain or attract people in rural areas, maintain 
aspects of “traditional” rural lifestyles and agricultural production, and conserve 
aspects of the rural landscape’ (Hall et al., 2000: 11).
A region’s sense of ‘ruralness’ can be said to be both enhanced and maintained 
by devoting land to profitable crops. While some believe that ‘vineyard sprawl’ 
is a bully to other types of agriculture (as in napa), others accept that the most 
profitable forms of agriculture should prevail. most wine areas combine attrac-
tive natural scenery with cultural landscapes of vineyards, wineries, and wine 
villages. All too often, however, the beauty and rural atmosphere are threatened 
by careless developments and a failure to anticipate how growth will impact 
on this precious resource. Creation of a legal agricultural reserve as in napa 
Valley can go a long way to preserving rural atmosphere, but attention must also 
be paid to the design of wineries and tourism infrastructure, and the aesthetic 
impact of infrastructure.
The wine industry and grape growers are well aware of the environmental 
and political issues surrounding wine and wine tourism, especially in heavily 
populated regions. The Code of Sustainable Wine Growing developed by the 
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California-based Wine institute (2002; online at www:wineinstitute.org) includes 
a Values Statement that stresses (in addition to producing quality wines):
environmental leadership (protecting and conserving natural resources);
maintain the long-term viability of agricultural lands;
support the economic and social well-being of employees;
respect and communicate with neighbours and community members, and 
respond to their concerns in a considerate manner; and
enhance local communities through job creation, support local business, 
actively work on important community issues.
Although the entire initiative is voluntary, the values statements do encourage 
participants to expand their concerns and involvement to the environment and 
community.
Economic sustainability
Several economic elements of sustainability must be considered, namely the 
long-term viability of wine and wine tourism businesses, including the influence 
of market forces, and the nature and distribution of costs and benefits that are 
generated by this form of tourism. Wine production and sales are not always 
in balance, generating wine gluts or scarcities of certain types, but there is little 
evidence to suggest a relationship between global wine sales and localised 
wine tourism. for example, with demand for wine falling in many countries (in 
terms of quantity consumed, not price or quality), will wine tourism inevitably 
diminish? This relationship is untested.
Specific to wine tourism in British Columbia, Canada, Williams and Dossa 
(2003) note that although winery development has been significant over the 
previous decade, wine sales have increased only slightly. They conclude that the 
British Columbia wine industry may face ‘significant challenges to its long-term 
economic sustainability . . . attributed to a relatively weak provincial economy; 
higher BC product price points; non-aggressive wine distribution channels; 
external competition from other wine producing regions, and generally low 
awareness of the internationally competitive quality of BC wines’ (p. 224). The 
unanswered question is to what extent wine tourism protects wineries against 
unfavourable trends in wine sales, as it can be argued that demand for wine as a 
commodity is different from demand for the experience of wine tourism.
Competition must always be considered. it might be that competition among 
wineries within specific regions, and between wine regions or wine-producing 
countries for the coveted wine tourist will grow to the point where economic 
sustainability of individual firms or entire areas is threatened. Combating this 
competitive tendency requires a continued emphasis on quality products, dis-
tinctive branding and positioning, and effective marketing to specific target 
segments.
The inherent seasonality of wine tourism has been noted as being a difficult 
problem to overcome. in new Zealand, mitchell and Hall (2003) conclude that 
both supply and demand factors resulted in a strong concentration of winery 
visits in the summer, and that more targeted marketing was needed to extend 
the season. Seasonality of demand is likely to present both the problem of con-
gestion in peak season, felt particularly in wine villages and along country wine 
•
•
•
•
•
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trails, and the problem of financial stress for businesses and host communities 
in the slow seasons.
Sociocultural sustainability
The community perspective on tourism planning and development is well 
established in the literature. When this perspective is taken, sustainability 
becomes a very comprehensive concept as represented in murphy’s (1985: 37) 
model of the ‘community-oriented tourism strategy’. That model explicitly iden-
tifies social and cultural considerations, business and economic considerations, 
environmental and accessibility considerations, and management considera-
tions. more recently, conceptual development of the community-based approach 
has come to focus on forms of collaboration and partnership (e.g. Bramwell & 
Lane, 2000) to make it work. multi-stakeholder planning processes are required, 
if not to achieve consensus then at least to legitimise the process. By its very 
nature this is a political process.
Pforr (2004: 88) argues that decentralisation and participation are the core 
of socio-political sustainability, noting that ‘ . . . the community is seen as the 
most adequate level at which dialogue and collaboration can bring about 
conflict resolution and consensual decision’. At the rio Conference in 1992, 
according to Pforr, decentralisation and greater participation were recognised 
as core elements in sustainable development, and with adoption of Agenda 21 
all signatory countries committed themselves to extensive public consultation. 
Collaboration and consensus-building among stakeholders at the community 
level generates ‘social capital’, but programmes for capacity building might be 
necessary to ensure that these processes can meaningfully occur.
To ensure community and political support, wine tourism must demonstrate 
its benefits and deal proactively with potentially negative impacts. Various 
impacts on residents and host communities have been identified in the wine 
tourism literature. Hackett (1998) observed that conflicts can arise with host 
communities as a result of general tourism development and the following 
specific issues:
increased traffic in small towns and along rural roads, especially if tour 
buses are prominent;
annoyances and complaints arising from viticultural and wine-making 
processes;
wineries competing with local businesses (e.g. food, entertainment, 
accommodation);
a perception of inappropriate types or scale of development (e.g. large 
landmark wineries).
employment opportunities should improve for local residents, but there are 
multiple issues to consider, starting with the necessity of training or retraining 
people for new service-sector and winery-specific positions. in-migrants might 
very well take many of the new jobs, or the wineries might be small, family-
operated businesses. The distribution of wealth might be an issue when outside 
capital dominates the wine industry and locals feel excluded. As well, residents 
will not usually be happy if low-paying service sector jobs are all that arise, 
especially if they are largely part-time and seasonal in nature. People naturally 
•
•
•
•
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prefer all-year, skilled and professional opportunities. in rural and remote areas, 
where wine tourism can have profound impacts, the need is for employment 
that will keep breadwinners and the next generation at home.
How will small towns and rural communities adapt their lifestyle in the face of 
new development, tourist flows, and in-migration? Cultural shock and cultural 
clashes might result. A special case is where indigenous people are involved, 
although in the Oliver case the native community has been extremely proactive 
in pursuing wine and tourism developments.
An additional social issue is the potential for improving overall community 
amenity through tourism-related programmes (such as main street beautifi-
cation in Oliver), new entertainment and dining opportunities (especially at 
wineries), or the services that tend to follow. Conversely, will residents be able 
to afford and gain open access to new facilities and services, or will they feel 
excluded?
Sustainable wine tourism requires careful planning and management which 
incorporates all interested parties, including local, regional, and national gov-
ernments, tourism operators, vintners and viticulturists, other local business 
operators, and most especially the residents who will be forced to bear the envi-
ronmental, social, economic, political, and aesthetic burdens of tourism (Skinner, 
2000: 295). many of the community-specific issues and challenges are revealed 
in the Oliver case study.
Sustainability and the life cycle concept
The tourism area life cycle model (Butler, 1980, 2004) is clearly related to all 
the economic, community and environmental dynamics of wine tourism, in that 
various possible thresholds or limits to growth can arise. As postulated by the 
model, decline or planned rejuvenation are not inevitable, but possible evolu-
tionary stages. Over time, the host population might come to oppose the traffic, 
commercialisation or activities associated with wine tourism. environmental 
limits to the growth of a wine tourism destination are likely to include land and 
water supply, or the negative effects of monoculture.
Application of the product life cycle, essentially a marketing concept, is 
also relevant to wine tourism. in economic terms, the demand for wines, wine 
tourism products, and any destination is likely to mature over a period of time 
and then decline, because of any combination of competition, declining quality/
appeal, or changing stakeholder relationships. Wineries have been examined 
using the concept of an organisational life cycle (Dodd & Beverland, 2001) 
leading to identification of five hypothetical ‘winery tourism life cycle stages’. 
Dodd and Beverland’s model includes a ‘community’ variable and suggests 
that growing community resentment can lead to disillusionment with winery 
tourism. Beverland et al. (2001) examine wine-themed events in Australia, 
noting six evolutionary stages and corresponding strategic management and 
marketing challenges that have to be addressed.
The ensuing case study of a developing wine tourism region permits iden-
tification of specific issues within the three pillars of sustainability, and leads 
to recommendations for goals, strategies and implementation methods. in the 
conclusions we return to the life cycle concept and what can be learned from the 
case study.
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The Oliver Case Study
Background data were obtained from interviews with key informants, 
secondary data sources (Statistics Canada and British Columbia statistics, 
municipal websites, local pamphlets and advertising), and personal observation 
during a series of at least six visits. Through interviews with winery owners and 
managers a current profile of the wine industry was compiled, along with plans 
to expand on existing facilities and comments on the anticipated positive and 
negative aspects of tourism for the wine industry and community. in total, 26 
interviews were completed, including winery owners/operators (11 of the total 
of 13), government officials (5), agriculturalists (2), accommodation operators 
(5) and recreational tourism providers (3). These key informants were crucial to 
understanding both the context and the perspectives of community and business 
members in Oliver, as well as gaining an understanding of attitudes toward the 
development of tourism.
Government officials were chosen after local referrals, noting that the Town 
Hall staff is very small. Agriculturalists were chosen by referral. Accommoda-
tion providers were chosen at random, and included two bed and breakfasts, 
one larger motel, and two businesses offering both campsites and motel rooms. 
recreational tourism providers included the two existing golf courses and the 
one ski hill in the Oliver area. interviews were generally open-ended and semi-
structured, with a list of questions to guide, but not limit conversation. They 
were face-to-face and typically took 30 to 60 minutes, with written notes only.
Some participant observation has also been employed in compiling this case 
study. One of the researchers provided an interactive seminar on wine tourism 
to the economic development committee of Oliver and advised a local group 
of investors on a specific proposed wine tourism development; the other 
researcher attended a brainstorming session for the Wine Capital of Canada 
campaign, a town council meeting, and a meeting of the Wine Capital of Canada 
Committee.
Oliver: Location and environment
Oliver is located in the south-central interior region of British Columbia, at 
the south end of the Okanagan Valley. The town is a short 25-minute drive north 
of the uS border, along Highway 97 which runs through the town and forms 
its main street. Visitors to Oliver and area are often delighted by the unique 
landscape of contrasts, as dry hillsides and forested mountains look down upon 
lush patches of orchards, vineyards and ground crops. Land once considered 
semi-desert was made suitable for agriculture through the construction of a 
concrete irrigation ditch which serves many of the 400 orchards in the Oliver 
area. Vineyards are now dominant in the landscape, as roughly 3000 acres of 
grapes have been planted in the Oliver area, representing half of the total in the 
province.
Oliver’s population and economic base
in 2001, there were 4285 people living within Oliver’s municipal boundary. The 
surrounding rural area (part of the regional District of Okanagan-Similkameen) 
has an estimated additional 4500 people, bringing the total population to nearly 
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9000 (British Columbia Statistics, 2001). The early 1990s were times of substantial 
growth rates, reaching over 5% per year between 1992 and 1993. minor increases 
continued to occur in the mid-1990s, but there has been a trend of population 
decrease since 1997, owing largely to the loss of a major industrial employer.
Oliver is one of a few agriculture-based communities remaining in British 
Columbia. While most rural economies have diversified, the fruit and vegetable 
industry in Oliver has thrived, and hundreds of farms prosper. most of rural 
Oliver is designated as Agricultural Land reserve (ALr) property, meaning it 
is only permitted to be used for agriculture purposes. While in many towns, 
conflict has resulted when property owners of land within the ALr want to sell 
their land for a use other than agriculture (as profits are much higher), this is 
not the trend in Oliver. Of greater concern is the potential for the development 
of the lower valley floor (now used for tree-fruit) for grapes. if vineyard lands 
sell at top dollar, it is likely that property owners will be tempted to sell land to 
those looking to plant grapes. The problem is that the valley floor is not ideal for 
growing high-quality grapes, and this could result in poor quality wines.
it is the sloping bench lands rising up from the valley floor that are best suited 
for grape growing. These bench lands, referred to as the Black Sage Bench on 
the east side, and The Golden mile on the west side, receive maximum sun 
exposure, and have gravelly soil which, along with the sloping terrain, is good 
for drainage.
The Osoyoos Indian Band (Nk’Mip) (see: www.oib.bc.ca)
The Osoyoos indian Band (whose members call themselves nk’mip) lies 
adjacent to Oliver and the reservation runs south to the town of Osoyoos. it is 
a ‘first-nation’ community of approximately 400 residents, and its leaders are 
committed to achieving economic self-sufficiency; they welcome proposals from 
those considering land and business development in the Oliver area. reserva-
tion land is available to non-Band members only by way of lease, not purchase, 
and tax revenue from such development is collected by the Band. recent devel-
opments which add to their economy include a golf course and clubhouse, and a 
major joint venture with Vincor international (Canada’s largest wine company) 
resulting in large vineyard plantations and development of the first winery 
in north America owned and operated by aboriginals (located in Osoyoos). 
Although the Band and the Town operate independently, the Band expressed 
their willingness to work with the Town if any conflicts arise.
The Osoyoos indian Band Development Corporation has been responsible for 
an impressive development record, including a campground and rV park, the 
‘Desert and Heritage Centre’, ‘inkameep Vineyards Ltd’, with 230 acres planted 
in 1968 and now over 1000 acres planted, and the ‘nk’mip Cellars’ (winery with 
visitor facilities) opened in 2002. Anderson et al. (2004) profile the development of 
this winery and note that the plan was to sell at least 40% of the winery’s output to 
on-site visitors. next to the winery at Osoyoos a golf course and strata-title resort 
were constructed in 2004/05 through partnership with an external company.
Oliver’s tourism situation
in 2002, the Oliver Visitor information Centre recorded approximately 14,000 
visitors, with significant increases experienced in the first half of 2003 (Oliver and 
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District Chamber of Commerce, personal communication). The actual number of 
visitors to Oliver is likely to be considerably higher, as these figures only account 
for those tourists who choose to stop at the information centre in the town, just 
off the main street. While interviews revealed that most of Oliver’s wineries do 
not keep track, of those that did, one recorded 30,000 visitors in 2002.
Communities in the Okanagan have long relied on long hot summers and mild 
winters to attract visitors from Alberta and British Columbia’s lower mainland. 
The Okanagan Valley has historically been considered a ‘peaches and beaches’ 
destination, primarily attracting families looking for an affordable vacation 
spot. Due to its relative location and geography, Oliver has not historically been 
a competitive tourist destination. Oliver’s relative disadvantage as a tourist des-
tination has been rooted in the fact that it is not directly situated on a large lake. 
While many people have likely stopped in Oliver to purchase produce and tour 
the countryside, the town does not have enough tourist attractions, activities or 
facilities to warrant many overnight trips.
Economic development initiatives and the ‘Wine Capital of Canada’ 
campaign
A comprehensive Economic Development Strategy was prepared for the Town 
of Oliver in 1999. The plan identifies 11 strategy areas designed to ‘lay the foun-
dations of a vigorous, long-term community economic development function’ 
(Oliver and District Chamber of Commerce, 1999: 4). The plan notes that while 
tree fruit farming has dominated the area’s economy, its share of total agriculture 
in the province is shrinking, and that its changing position within the regional, 
provincial and global contexts must be examined (ODCC, 1999). This document 
presented 40 recommendations, covering the areas of organisation, capacity 
building, communication, marketing, business retention and development, 
infrastructure and land use. As well, recommendations were made specific to 
the sectors of tourism, agriculture, commercial development, and downtown 
revitalisation.
One of the first achievements from the Economic Development Strategy was the 
formation of the Oliver and District Community economic Development Society 
(ODCeDS). recognising that wine tourism ranked as the most promising oppor-
tunity for Oliver, ODCeDS began to develop the concept of the ‘Wine Capital of 
Canada’ as a method of branding and a tool for economic development.
Given that most of the winery infrastructure developed since 1990, the 
industry has focused primarily on increasing both the quantity and quality of its 
wines. many Okanagan wineries have been adding services and facilities such 
as daily tours, picnic areas, restaurants, and space allocated for small concerts 
and special events. not only do such facilities provide extra revenue themselves, 
but there is a resulting increase in on-site wine sales.
Identification of issues from multiple stakeholder perspectives
interviews, documents, a media review, and direct observations by the 
researchers all contributed to the identification and categorisation of issues (see 
figure 1). They are not prioritised, and are derived from multiple stakeholder 
perspectives on wine tourism development. The categories used below were 
derived from the inputs.
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economic
Tourism development is needed for economic prosperity
expensive transportation infrastructure is anticipated with increased congestion 
along Highway 97
Oliver’s small tax base does not allow for significant local improvements
Oliver’s ageing population does not contain the labour force needed for expanded 
tourism
Lack of local services and amenities results in economic leakage to neighbouring 
towns
•
•
•
•
•
environmental
increased stress on Oliver’s water supply is expected
increased tourist traffic could result in increased air, surface, and ground water 
pollution
Overcrowding could result in deterioration of amenities and rural atmosphere
main Street improvements needed (aesthetics, traffic management, vacancies 
filled)
•
•
•
•
Social
Some Oliver residents are close-minded towards development
Some are threatened by a perceived loss of authentic ruralness
Oliver must work closely with the Osoyoos indian Band, which aggressively 
promotes development
•
•
•
Agriculture
Agricultural land is important for economic development and tourism 
development
Potential conflict between farmers and tourists
Potential conflict between grapes and other fruit growing
Land suitability for particular crops in Oliver varies
•
•
•
•
Wine
The area must continue to strive for the production of high-quality wines
Wines should be broadly available to promote the region and encourage travel to 
the area
Over-commercialisation of wineries could impact on the desirability of Oliver as a 
destination
Global warming may influence long-term suitability of land for grape-growing
Strong desire exists for appellation branding (e.g., ‘desert wine country’)
•
•
•
•
•
Tourism
There is no regional, provincial, or national wine tourism plan
Oliver does not have a tourism plan, and the Oliver Community Plan places little 
emphasis on tourism
The seasonal nature of tourism poses challenges for businesses, and deters 
investment
no accurate record of the number of visitors to the area, tourist behaviour, tourist 
demands
Over-dependence on one type of tourism can make Oliver vulnerable to changes 
in markets
Oliver’s retail and services are weak, and business hours are limited; leakages 
result
Oliver’s main Street is dull and has many vacancies
Lack of tourist attractions and activities deter overnight and multi-day stays
it is easy to ‘miss’ the wine industry presence when driving through – directional 
signage is poor
•
•
•
•
•
•
•
•
•
Figure 1 Wine tourism issues identified by stakeholders in Oliver and area
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 Economic Issues: There is widespread recognition and support for developing 
wine tourism to create jobs and wealth in the community. The town, however, 
does not have the resources to create or improve the necessary infrastructure. 
The older local population is also an issue as in-migration will be needed for 
new tourism jobs and that will impose increased pressure on housing and local 
services. even with increased tourism, the town does not have all the attractions 
and services needed to capture most of the tourist expenditure.
Environmental Issues: There are local fears about the possible negative impacts of 
increased tourism traffic and related developments. Potentially negative impacts 
include a loss of rural atmosphere and small-town atmosphere, while specific issues 
pertain to water supply, noise, pollution, traffic management and the strong desire 
of residents to improve the aesthetics and services found along main Street.
Social Issues: residents’ small-town and rural lifestyle is threatened by over-
development. Some people in the community have been labelled close-minded and 
anti-development altogether, which suggests the possibility of conflict. The necessity 
of working closely with the Osoyoos indian Band was identified as an issue, and 
although there were no conflicts reported, it is presumably seen as a challenge.
Agriculture Issues: The need to preserve agricultural land was recognised 
as being necessary for both wine and tourism, but there is an unresolved 
issue about the potential for orchards being converted into vineyards and 
whether that would be a negative trend. Land suitability is a related issue, 
as wine produced from grapes grown on the bottom lands (as opposed to 
the bench lands) might be inferior in quality. farmers are also worried about 
potentially harmful activities resulting from increased tourism, especially as 
wine tourism generates additional traffic along rural roads.
Wine Issues: The wine industry focuses on quality issues, while others in the 
community worry about over-commercialisation of wineries or too many being 
developed. Branding of the area’s wine through an appellation like ‘Desert 
Wine Country’ or ‘South Okanagan’ is seen to be important for its implications 
in promoting the area as a destination, while widespread availability of these 
wines in target market areas is also a way to promote Oliver and the area. in 
terms of long-term sustainability there is a concern about the potential impacts 
of climatic change.
Tourism Issues: The absence of a wine tourism plan was perceived by many 
to be a real obstacle, and its formulation a priority. But there was also a clear 
need demonstrated for integrated planning to ensure that wine tourism fits 
with community economic development and land use planning, heritage and 
culture, and agriculture. many stakeholders have to be involved, included the 
Osoyoos indian Band. research will be needed to support tourism planning 
and marketing, but the community lacks the ability to do this alone.
Specific tourism issues to be addresses included seasonality and how wine 
tourism might improve demand outside summer, the lack of accommodation 
choice in the town, a deficiency in tourist-oriented restaurants and other services 
especially along main Street, and the need for better signage and visitor infor-
mation. Although wine tourism is seen as having the greatest potential, some 
respondents feared that over-dependence on this segment should be avoided.
A useful strategic planning tool to summarise the issues is the SWOT analysis 
shown in figure 2. The identified strengths, weaknesses, opportunities and 
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threats combine elements of stakeholder input and analysis by the researchers. 
They directly influenced formulation of the recommendations discussed in the 
ensuing section.
STrenGTHS
established holiday destination
Pleasant climate and beautiful 
scenery
Complementary recreational 
activities
Agricultural Land reserve
Aboriginal tourism
Local development initiative 
re: Wine Capital of Canada
reputation for quality wines is 
growing
Substantial private sector 
investments in tourism and 
winery facilities
Wine festivals
•
•
•
•
•
•
•
•
•
WeAKneSSeS
Seasonality of tourist demand
remoteness and poor accessibility 
(especially by air)
Lack of integrated and 
tourism-specific planning and 
research/evaluation
Lack of quality accommodation 
and fine dining.
Small population base with 
limited resources
economic leakages due to weak 
tourism infrastructure
Laws restrict winery and wine 
tourism development
•
•
•
•
•
•
•
OPPOrTuniTieS
Heritage resources can be 
developed
international tourism could be 
expanded
Develop gastronomy and food-
wine appeal
Develop all-year wine tourism 
through events and niche 
marketing
‘Wine Capital of Canada’ 
branding can be enhanced
main Street Oliver improve-
ments and ‘wine village’ 
theming
more rural, niche-oriented 
accommodation
Leisure and other services to 
benefit residents
Partnerships and packaging, 
especially with culture and rec-
reational attractions including 
native tourism
Appellation status should help 
with identity and promotion
•
•
•
•
•
•
•
•
•
•
THreATS
mass tourism might destroy the 
rural and small-town way of life
Potential conflicts between viticul-
ture and fruit farming
Potential land and water shortages
Wine markets could reduce 
economic viability of the industry
increased traffic will directly affect 
Oliver and rural roads
Some anti-change sentiment exists 
in the community
Lack of cooperation between 
industry sectors or communities
Tourist might interfere with 
farming and viticulture
Over-development and com-
mercialisation of wineries could 
reduce attractiveness
The desert ecology is fragile
•
•
•
•
•
•
•
•
•
•
Figure 2 SWOT analysis for sustainable wine tourism in Oliver and area
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Table 1 recommended goals and strategies for sustainable wine tourism in Oliver and 
area
 Action areas Goals and strategies
integrated planning 
for community, 
economic development, 
agriculture, wine, and 
tourism
– incorporate tourism into the community plan
– foster a coordinated and progressive business 
environment to address concerns of business and the 
community
– Cooperate with Osoyoos indian Band
– ensure that all stakeholders participate in planning
– Conflict resolution methods will be needed
– Priority must be given to protecting agricultural lands 
and rural, small town qualities
– establish conflict resolution procedures
– Ongoing, coordinated research is needed on 
development and its impacts
environmental 
management
– require comprehensive environmental impact 
assessments
– monitor and evaluate resource use (especially water and 
competing agricultural lands)
– monitor and evaluate cumulative ecological impacts, 
especially of vineyard monoculture and tourism 
developments on the desert ecosystem
– monitor and evaluate noise and air pollution especially 
resulting from increased traffic
– Preserve ruralness (landscape, farming practices, peace 
and quiet)
infrastructure 
development
– Attract desired and appropriate investment by stressing 
sustainable planning with strong community support
– ensure that infrastructure benefits residents as well as 
business
– Develop a sustainable water supply; rationing might be 
required
– Traffic will have to be managed in peak times, especially 
in the rural zone
– Housing supply must match economic growth
Community and cultural 
development
– Support for community cultural initiatives will also 
benefit tourism
– Provide cultural interpretation for tourists
– Preserve small-town atmosphere and lifestyle
Tourism development – formulate a detailed wine tourism strategy
– Avoid over-supply and over-development of wineries; 
consider imposing limits and design standards
– more choice in accommodation is needed
– Develop high-end packages for small groups of 
dedicated wine tourists (combine with golf, resorts, 
ecotourism, the native community)
– more services in main Street Oliver must help tourism 
and the community (guard against commercialisation 
aimed at mass tourism)
– Development of new tourism facilities and activities 
should also benefit residents
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Recommended Vision, Goals and Strategies for Sustainable, 
Community-based Wine Tourism
Table 1 lists the recommended vision, main goals and broad strategies that 
emerged from the research and analysis. most of these have been shared with 
the town and they were subsequently acting on some of them, or had already 
been acting on them independently. They have more universal value, however, 
as a set of generic recommendations for any community engaged in wine 
tourism development and planning, albeit with the caveat that local conditions 
and stakeholder input might give rise to different concerns and priorities.
The vision
formulating a community-based vision for wine tourism is a desirable first 
step, with goals and strategies to follow. martin and Williams (2003), speaking 
specifically about wine tourism development in British Columbia, argue that ‘to 
sustain the value of these areas, municipal planners and managers need to work 
directly with their constituencies to develop clearer visions and policies concern-
ing the role wine tourism will play in their regions’. in the South Okanagan wine 
tourism has developed so far through mostly private sector initiatives, with the 
community slow to realise not only the potential for economic development but 
also the costs and risks associated with this form of tourism. An informed multi-
stakeholder discussion should be able to articulate a general vision for wine 
tourism from which goals and strategies will follow. The following is suggested:
Oliver’s vision for wine tourism is that this form of economic activity will 
provide sustainable benefits to businesses and residents alike, without 
damage to our natural environment, our heritage and our way of life. Wine 
tourism should provide our community and areas with a competitive, 
long-term advantage, and enhance the quality of our physical environ-
 Action areas Goals and strategies
Tourism marketing – Attract high-yield wine tourists
– Avoid mass tourism
– marketing should concentrate on rural/outdoor, 
culture, and small town experiences
–  The Wine Capital of Canada brand must be clearly 
associated with sustainable tourism
–  Strongly promote tourism outside the peak summer 
season
–  Ongoing research is needed to support tourism 
marketing (e.g. segments attracted, satisfaction levels, 
spending patterns)
Wine and wine 
marketing
–  encourage adoption of sustainable grape growing and 
wine-making practices
–  Grapes versus other fruit production has to be monitored
–  The wine appellation should promote Oliver and area
–  maintain and improve the quality of local wines
Table 1 (cont.) recommended goals and strategies for sustainable wine tourism in Oliver 
and area
JOST 587.indd   438 25/08/2006   10:15:44
D
o
w
n
lo
ad
ed
 B
y:
 [
Un
iv
er
si
ty
 o
f 
Qu
ee
ns
la
nd
] 
At
: 
00
:0
5 
26
 M
ay
 2
01
0
Sustainable Wine Tourism	 439
ment and way of life. As Wine Capital of Canada, Oliver will come to be 
recognised nationally and internationally as a high-quality destination for 
dedicated wine tourists.
Integrated planning
The development of a community-based wine tourism plan is the most 
important strategic thrust, but it must be fully integrated with other planning 
functions including the community plan, agriculture, economic development, 
wine industry and tourism in general. A comprehensive, organised effort 
is needed to develop a plan that addresses the complex tourist system, and 
that recognises the impact that tourism development will have on the Oliver 
community and its built, natural, cultural and historic resources. The plan 
should identify the existing opportunities for tourism development, as well as 
barriers to developing as a successful wine tourism destination. The plan should 
highlight the need to preserve natural resources and amenities, as well as moni-
toring the impact on the local population. Whenever possible, residents should 
be consulted regarding their concerns about proposed policy and development. 
The plan should encourage communication between the Town of Oliver, the 
regional District, and the Osoyoos indian Band.
it is recognised that there are no regional, BC provincial, or national wine 
tourism plans. normally such a local strategic plan would be developed within 
the framework of larger-order plans. in this case, the Town of Oliver would be 
setting a precedent for an organised wine tourism strategy at the local level. 
Of note are the initiatives currently being pursued by the town, including the 
beginnings of a Wine Capital of Canada master Plan, and Wine Village Accord, 
which are certainly steps towards coordinating tourism development in Oliver. 
Tourism BC and the Thompson Okanagan Tourism Association, and local 
business organisations such as the Oliver Chamber of Commerce and economic 
Development Society should be part of the process. Other parties include agri-
cultural and wine organisations such as the BC Wine institute. in the interest of 
keeping all parties informed, eliminating overlap in ideas and discussion, and 
coordinating knowledge and resources, a special coordinating body organisa-
tion would seem to be essential.
Environmental management
Comprehensive impact assessments should be conducted on major new devel-
opments, including wineries. ecological, economic and social impacts have to 
be predicted, including the long-term, cumulative effects of development in the 
rural area. Because it is unlikely that the area can support much more in the way 
of vineyard and winery development, owing to resource limitations, it is recom-
mended that an overall wine industry and wine tourism impact assessment be 
conducted.
Priority must be given to protecting agricultural lands, both to sustain grape 
production and the rural character of the area. But mechanisms for conflict iden-
tification and resolution will be required, and should be put in place in advance 
of need. Possible conflicts include grapes versus other fruit production, alloca-
tion of the water supply, and the nature or extent of tourism developments in the 
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rural area. Potential methods of maintaining a sense of ruralness might include 
educating locals and tourists of the significance of agriculture in Oliver, highlight-
ing the importance of the Agricultural Land reserve and right to farm Act, and 
developing agri-tourism attractions such as farm tours, demonstration gardens, 
and events similar to the festival of the Tomato, held each year in Oliver.
Protecting the small-town atmosphere of Oliver, while ensuring its transition 
into a vibrant wine village with new services and attractions, is also a priority. 
A main street revitalisation strategy has already been formulated and its imple-
mentation will go a long way to improving amenity and inspiring confidence for 
investors. Traffic management will be a key to preventing serious disturbance to 
the residents in their daily lives, and guarding against over-commercialisation 
in terms of scale or types of development will be important.
How can the ‘desert ecology’ of the valley be preserved in the face of increasing 
development and visitor activity? Too little is known about this risk, so for this 
and other reasons a coordinated research and evaluation effort is essential. much 
of the research required to support wine tourism and other development will 
likely be beyond the means of a small community like Oliver. A partnership with 
the district, province, educational institutions and the wine and tourism indus-
tries should be formulated specifically for research, with emphasis on evaluating 
development scenarios and comprehensively predicting/monitoring impacts.
Infrastructure development
Addressing anticipated infrastructure needs is a concern with any type of 
growth. increased stress on roadways, sewers and water are the most obvious 
systems to bear a burden from increased population. However, in the case 
of tourism development, an increase in temporary visitors places strain on 
amenities such as parks and recreation infrastructure, and facilities such as 
museums. Due to the nature of tourism, this increased stress on various forms 
of infrastructure occurs in seasonal patterns. Hence, upgrade and maintenance 
of existing infrastructure is necessary to accommodate tourists, while attempt-
ing to minimise the impact that increased tourism will have on the quality of 
services and amenities for Oliver residents
Development of tourism facilities and services should, as a matter of policy, 
aim to improve the community for both tourists and residents. for Oliver to 
attract desirable, appropriate investment, the community should stress its sus-
tainable planning efforts and be able to point to strong community support. 
integrated planning for wine tourism will also set the stage by helping to 
avoid delays. ensuring an adequate supply of housing will help alleviate some 
concerns of residents, as well as attract investors.
There is great potential for development of heritage attractions, focusing on 
Oliver’s agricultural history and settlement patterns, and creating interpretive 
sites at places such as the old fairview Townsite and the Haynes ranch. The 
Osoyoos indian Band has recently opened a native interpretive Centre in nearby 
Osoyoos. While a second interpretive centre would be redundant, it would be 
interesting to explore the opportunities for communicating aboriginal history in 
the Oliver area, through other means. Cultural tourists, including those inter-
ested in activities like wine touring, are also likely to have interest in learning 
about local heritage.
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Tourism development
The priority is to formulate a detailed wine tourism strategy. While wineries 
will form the backbone of tourism in this area, other attractions must be developed 
to balance a tourist’s day, and lengthen the amount of time spent in Oliver. This 
includes increasing the number of restaurants, cafes, pubs, galleries, retail outlets, 
accommodation facilities, and entertainment and recreation opportunities. recre-
ation activities could include vineyard cycling tours, and wine and golf weekends. 
in Oliver, a priority should be attracting businesses that cater to tourists during 
the evening, as there is currently little to do once the wineries and main-street 
businesses close. Particular effort should also be placed on finding ways to attract 
visitors in the shoulder season by investigating the feasibility of new festivals 
and events (wine-themed, cultural, and recreational). There is great potential for 
combining local wine with local agricultural produce to develop a unique cuisine 
and to feature this in programming such as cooking classes.
The town has wanted a hotel and conference facility that could host larger 
groups. While it is important to provide appropriate accommodation for the 
high-end tourists, a variety of accommodation types should be available. Some 
wine tourists may prefer more rustic, low-impact forms of accommodation like 
farmstays, bed and breakfast and campgrounds.
Avoiding over-supply and the over-commercialisation of wineries is a recom-
mended goal. While it is not expected that a substantial increase in the number 
of wineries or facilities at wineries could occur, given the limited land available, 
it has been demonstrated in other wine regions like napa that pressure might 
occur for branding reasons. Tourist-oriented facilities at wineries must be 
regulated as to design, scale and purpose.
Development of high-end packages for small groups of dedicated wine 
tourists is essential, and has been occurring naturally but at a slow pace. Attrac-
tive packages are likely to be those combining wine with food, native attractions, 
ecotourism, outdoor recreation and especially golf.
more services are needed on main Street Oliver. These must help both tourism 
and the community, but it will be necessary to guard against commercialisation 
aimed at mass tourism. Currently the limited choice of accommodation in Oliver 
and the surrounding rural area is an obstacle to tourism development.
As a general sustainability principle, development of new tourism facili-
ties and services should also benefit residents. This can only be assured if each 
proposal is evaluated on the basis of local needs, and conditions imposed to 
ensure affordability and accessibility for residents. Development of exclusion-
ary resorts or recreation facilities would likely cause local resentment.
Tourism marketing
Attracting the most suitable tourists will increase visitor satisfaction, which is 
a requirement of sustainable tourism. Attention should be given to attracting the 
dedicated, high-yield wine tourist, and to avoiding mass tourism. De-marketing 
efforts such as those practised in the napa Valley (Carlsen & Ali-Knight, 2004) 
might eventually be required, but only in the context of careful monitoring of 
market trends and tourism impacts.
Oliver should continue to promote itself as the Wine Capital of Canada, which 
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serves as a great platform for building awareness of the area, but this branding 
effort must stress sustainability principles. To be specific, developers and visitors 
should be educated on the goals of attracting high-yield, dedicated wine tourists 
and avoiding mass tourism, of limiting and regulating the types and scale of 
development to preserve rural and small-town atmosphere, and in preventing 
negative impacts. The brand must reflect these criteria. 
Ongoing research is needed on market segments, satisfaction levels, visitor 
activities and spending, to support marketing initiatives. Again, this will likely 
require a consortium approach involving wine, tourism, community and edu-
cational interests.
Wine and wine marketing
The movement towards more sustainable viticulture practices is a recent 
development, and few regions have implemented sustainable viticulture pro-
grammes. it is recognised, however, that forms of sustainable agriculture can 
have benefits for both farmers and the community. A sustainable viticulture 
programme would introduce several benefits, including: communicating a 
sense of responsibility among grape growers beyond simple economic gain; 
dedication to producing high-quality wine using techniques that minimise the 
long-term impact on soil conditions and water supply; energy conservation, 
and waste management. furthermore, the adoption of sustainable viticulture 
practices would serve as another point of promotion for Oliver, as tourists are 
becoming more socially and environmentally aware.
The Vintner’s Quality Alliance (VQA) label guarantees that all grapes used 
to make a particular wine are from British Columbia, and that the wines meet 
quality standards. As the Wine Capital of Canada, Oliver wineries should strive 
to produce wines that meet this standard, and advertise that Oliver wines are 
of high quality and made with local grapes. Achieving this goal will require 
voluntary industry participation, but can be encouraged through peer pressure 
and marketing that stresses quality.
The risk that grapes and fruit production might come into conflict, such as by the 
gradual replacement of apples with vines, must be monitored and managed. There 
might not be a simple, correct solution to this potential change, but it should not 
occur in the absence of open discussion and a full evaluation of costs and benefits 
to the community. One important environmental concern is that the demise of tree-
fruit in favour of vines would drastically alter the landscape and possibly the water 
or soil regime. in social terms, the loss of tree-fruit farming could also be accompa-
nied by a loss of the farmers who might sell out to grape growers.
A final issue for the wine industry is the choice of an appellation name. 
Anything employing Oliver or Wine Capital would obviously promote the 
town and its plans. use of a term like ‘desert wine country’ might convey the 
wrong image, as the valley is in fact lush and green. The wine industry should 
at least consult other stakeholders and allow for public input into this important 
decision.
Implementation
As argued by Bramwell (2004: 17), and as exemplified in the Oliver case study, 
sustainable tourism is a ‘social construct’ that is likely to be contested by various 
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stakeholders. Only through collaboration, or at least all-party involvement, can 
a sustainable strategy for wine tourism be formulated and implemented. it has 
to have meaning and ownership at the community and industry levels. in the 
terminology of collaboration (as reviewed by Getz & Jamal, 1994), wine tourism 
must be agreed upon as a policy domain and all legitimate stakeholders must 
be willing to participate for mutual benefit, probably giving up some independ-
ence in the process.
Converting the above-listed recommendations into strategies and an action 
plan will require careful identification of responsibilities and resources available. 
The Town of Oliver is not able on its own to fully implement the actions, and a 
number of key partnerships will be necessary: local government and industry 
(both tourism and wine); all levels of government working together; the 
community; Osoyoos indian Band, grape and other agricultural interests.
The most appropriate conveners of all-party wine tourism planning will be 
the local government (Town of Oliver) and the local wine industry. These two 
parties are essential for gaining initial legitimacy, but other key stakeholders 
must then be brought together. involvement of the Osoyoos indian Band is 
necessary. Several outcomes have to be targeted, including a town plan, wine 
marketing strategy, and broader environmental, agricultural and tourism strate-
gies for the area.
Voluntary action to achieve goals should be encouraged (this is why 
‘ownership’ by stakeholders is essential), regulations by government agencies 
(such as land use and environmental controls) are needed, and investments in 
desired infrastructure will likely be necessary (public and private partnerships 
are possible). methods and tools for implementing sustainable tourism strate-
gies can be similar to growth management strategies (see Williams & Gill, 2005), 
involving both direct and indirect approaches.
in any context there will probably be debate regarding the necessity or 
wisdom of imposing limits on development, as opposed to managing growth 
under specified criteria. in the Oliver case, based on the inputs considered in 
this case study, there is likely to be a broad consensus that a finite capacity to 
grape growing and wine production will some day be reached. Also, it appears 
that the strong desire to preserve fruit farming, protect the natural environment 
and maintain the rural and small-town lifestyle will require firm limits on the 
types and scale of development. But this conclusion will have to be tested in the 
political arena.
 research and monitoring will be required, leading to the need for establish-
ment of key indicators of sustainability. Bloyer et al. (2004) discuss indicator 
frameworks and the problems inherent in using them to measure the sustain-
ability of destinations. Twining-Ward and Butler (2002) demonstrate a process 
for selecting and utilising STD indicators on the island of Samoa, incorporat-
ing the Bellagio Principles for identifying ‘ideal’ indicators. Applying these to 
wine tourism would presumably first require general indicators of sustainable 
development relevant to the community in question, followed by agreement on 
indicators more specific to wine and wine tourism.
According to Waldron and Williams (2002) there are optional frameworks for 
developing indicators, and an integrated approach is needed for all growth man-
agement strategies at the community level (their example is Whistler resort). A 
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key lesson learned from Whistler is that indicators should be used to monitor 
progress towards the development of a more sustainable tourism community – 
a process which depends upon having a sustainable community vision.
‘Domain-based’ frameworks will address wine tourism performance, such as 
trends in jobs created, size of the industry, or numbers and types of customers 
attracted. ‘Goal-based’ frameworks focus on indicators of specific sustainable 
wine tourism goals, such as using a measure of water consumption as an indicator 
of sustainable viticulture. ‘Sectoral’ frameworks are linked to agencies or actors, 
such as those indicators to be used by local government, the wine industry, and 
environmental managers. each agency or actor charged with implementation 
of wine tourism policy should know exactly how its progress will be measured, 
and will have to develop a research and reporting system.
An ‘issue-based’ framework would concentrate on a key issue, such as traffic con-
gestion or conversion of orchards to vineyards, but this is a very narrow and limited 
approach to be used only when one issue dominates or requires urgent attention. 
‘Causal’ frameworks incorporate condition, stress and response measures, such as 
those dealing systematically with the connections between increased visitor traffic 
(the stressor) generating hardships for farmers (the condition) and how well the 
negative effects are managed by way of signage (the response).
Ongoing research and monitoring ideally occur within an open and transpar-
ent system that involves all the stakeholder groups. As reported by Williams 
and Gill (2005) regarding the resort of Whistler, the system can be refined and 
focused over time so that all stakeholders receive the information they need. 
in keeping with the multi-stakeholder approach, it is almost inevitable that the 
very definition of sustainable wine tourism, and related goals and strategies, 
will evolve over time.
Conclusions
The rapidly expanding literature on wine tourism reveals that sustainabil-
ity is definitely an issue of importance, while the Oliver case study illuminates 
specific issues at the community level. Various key stakeholders readily identi-
fied concerns, and sometimes possible solutions, but of course the essence of 
integrated, multi-stakeholder planning at the community level is to ensure that 
sustainable development is evaluated from all perspectives.
figure 3 summarises the general three-pillar approach (adapted from Hall, 
2000) to sustainable tourism and lists the main recommended goals for wine 
tourism in Oliver that were derived from the case study. A vision and goals must 
be formulated. This is where wine-specific issues get considered and appropri-
ate strategies formulated. Judging by the Oliver case, residents recognise the 
potential of wine tourism to attract investment, create jobs and wealth, and 
provide local opportunities for business ventures that will benefit the entire 
community. They also recognise this will require investments and risk certain 
negative impacts. most important of the costs are those necessary to develop 
transport, the main street, and visitor services, much of which appears to be 
beyond the means of small towns and rural areas. A public-private partnership 
is recognised as being essential.
important potential negative impacts were also highlighted, although some 
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of these might be more an issue of fear rather than forecast. residents foresee 
that the wrong types or over-development might impact negatively on their 
rural and small-town lifestyles, the natural environment and physical amenities. 
Loss of agricultural land and ‘ruralness’ is a crucial threat in the view of some 
residents.
There will always be competing voices and priorities at the community level. 
in the case of wine tourism conflicts might arise between town and rural folk, 
the wine industry and other agricultural practices, the tourist industry and 
conservation-minded residents, and between those who see threats and those 
who pursue benefits. in this context wine tourism has the particular need to 
address sustainable winemaking practices, the introduction of new facilities and 
traffic into rural areas, and the activities of tourists or businesses specifically 
attracted by the wine theme. Conflict identification and resolution mechanisms 
are therefore an essential part of the integrated planning process.
in the context of the life-cycle model, wine tourism in Oliver and area has 
been developing for some time and is possibly reaching a mature stage in 
Environmental Goals for Wine Tourism
Protect the natural resource base, especially water
Accept and continue both vineyards and fruit orchards
Preserve agricultural land
Sustain the rural and small town atmosphere
Sustain resources for future generations
•
•
•
•
•
Economic Goals for Wine Tourism
improve infrastructure for tourism and 
residents
Sustain an economically viable wine 
industry
Create and sustain viable supporting 
attractions and services
Attract high-yield tourists; avoid mass   
tourism
•
•
•
•
Social Goals for Wine Tourism
Wine tourism must benefit the 
residents
All stakeholders must be involved in 
tourism planning
resolve conflicts openly
Create new employment and business 
opportunities for residents
Protect and create cultural and heritage 
attractions
ensure high levels of visitor 
satisfaction
•
•
•
•
•
•
Figure 3 A framework for sustainable wine tourism at the community level
Multi-stakeholder
Input, and 
Conflict Resolution
VISION GOALS AND
STRATEGIES
JOST 587.indd   445 25/08/2006   10:15:45
D
o
w
n
lo
ad
ed
 B
y:
 [
Un
iv
er
si
ty
 o
f 
Qu
ee
ns
la
nd
] 
At
: 
00
:0
5 
26
 M
ay
 2
01
0
446	 Journal of Sustainable Tourism
which consolidation rather than growth is the hallmark. Development of viti-
culture and wineries appears to have a capacity fixed mostly by the availability 
of suitable land, although some expansion is possible. Growth in demand is 
certainly achievable, especially outside summer. ‘maturity’ in this context would 
be marked mostly by improvements to existing core products (i.e. the wine 
industry), additions and improvements in hospitality infrastructure (accommo-
dation and dining especially), and added value to the wine tourism experience 
through packaging, interpretation and accessibility.
Limits to growth of wine tourism in Oliver and area will also be tied to the 
community and its evolving support for the changes that are accompanying 
success. Traffic congestion will likely be a problem, while preserving ruralness 
and small-town atmosphere will be challenges. Political support might diminish 
if the required infrastructure costs become too great.
A number of future research priorities are suggested by this research. A 
more systematic comparison of wine regions and communities will be useful 
in revealing other issues and community planning strategies, and in testing 
hypotheses concerning the process and impacts of wine tourism from the 
community perspective. no doubt the culture, economy and environment of 
different regions influences the issues and their resolution, while certain aspects 
of wine tourism impose generic considerations. emphasis should be placed on 
evaluation of processes and strategies that work for the community, and this will 
require the formulation of criteria for making the assessment. One suggested 
line of inquiry is to identify the main stakeholder groups and determine the 
degree to which members of each group were consulted, and how well their 
needs and preferences are being met. Changes over time can be expected, as 
issues and attitudes will evolve.
multiple case studies would better help resolve a number of questions 
about the evolution of wine tourism. in the Oliver case, it is clear that the wine 
industry developed on its own, without direct conflict with existing agricultural 
practices, that wine tourism has followed naturally from the resource base and 
the efforts of certain wineries to attract visitors, and that the community slowly 
began to appreciate and plan for the potential of wine tourism. The most recent 
evolutionary stage exhibited in Oliver is recognition and debate about the costs 
and benefits, and the formalisation of plans and strategies.
Small towns and rural areas by their very nature lack the capacity to control 
the process fully, to make all the necessary investments, do the required research, 
and meet all the competing needs. Accordingly, more attention must be given to 
precise mechanisms by which wine tourism can best be planned, developed and 
managed in rural areas to ensure its sustainability.
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